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Almost immediately after my appointment to the CBC, | was invited to 
meet with your Board of Directors and asked many questions concerning my 


views on CBC commercial policies. | was also invited to speak at this meeting. 


Both invitations were the first | received after my appointment. Obviously 
the ACA is not bored with the CBC. Indeed you seem to be a very alert part of our 
audience. The fact is that together we handle a pretty important business: some 
160 million dollars a year. By Canadian standards this is certainly not a small 


business. 


The CBC and the advertising industry have had a relationship for some 
4O years: first in radio, then in television. It is well known that we don’t deal 
together in the field of radio anymore. But in television we do. Ours then is a 
professional relationship. You find that CBC television can serve your purpose; 


the CBC considers advertising can assist it in the fulfilment of its mandate. 


Like in any professional relationship, personal feelings of respect and 
friendship can develop and, of course, they do. This has been the case in my 


own personal experience. 


But basically, as | said, we have a professional, business relationship. 
Indeed, we each have a job to do. We have objectives of our own to fulfill. 
Therefore, we have to determine in a business-like way how we can work 
together: on the one hand, we have to determine the extent to which we can and 
should help you do your job. On the other hand, you have to determine whether 


the CBC is a good medium for you and how you can help us do our job. 


Some of you may feel, at least at first sight, that your only preoccupation 
should be: is the CBC a good medium? | point out, however, that if you need the 
CBC — and | think you do, not only as Canadians but as advertisers — then it is 


legitimate to ask yourself: how can | help the CBC do its job? 


| suppose any new President of the CBC represents a question mark for 
your membership. Perhaps | was a bigger question mark. Perhaps even an 


exclamation mark preceded by a few expletives! 


It is a fact that as a member and, indeed, chairman of the CRTC, | have 
expressed some views concerning CBC programming policy and advertising. | 
must say that | don’t feel uncomfortable today as to the relationship between my 
views when | was a member of the CRTC and my position now as President of 


the CBC. 


First of all the CRTC did not, as was sometimes said, recommend 
eliminating commercials on CBC television. It did endorse the CBC decision to 
eliminate — or almost eliminate — commercials on radio. As far as television is 
concerned, it recommended eliminating ‘as many as possible of the excesses 
and undesirable effects of commercials on (CBC) television service”. | thought 


then, and | think now, that this is a valid point of view. 


Let us look briefly at the process that was involved. The role of the CRTC 
is to interpret the broad principles of the Broadcasting Act and to establish 
objectives. The role of the President of the CBC is to manage and to find ways to 
implement objectives, taking into account practical constraints. The Act has 
very wisely established a procedure to deal with the problems that may arise 
from time to time, when objectives set by the CRTC may present difficult or 


impossible implementation obstacles for the CBC. 


This procedure dictates that there be consultation between the two 
organizations and, if necessary, arbitration and ultimately decision by the 
Minister and Cabinet. If this process had been followed in 1974, it would have led 
the Government into discussions involving the CBC and the CRTC concerning 
the appropriate balance between the Government subsidy to the CBC and CBC 
commercial revenue; discussion also, concerning the constraints which the 
need to maintain a certain level of commercial revenue imposes upon the 


fulfilment of the CBC mandate. 


Unfortunately, this dialogue did not take place. So therefore the question 


is still open, and indeed, still requires attention. 


However, | am now President of the CBC. My responsibility with my 
colleagues on the Board and in the management of the CBC, is to manage the 
Corporation in the light of its mandate and taking into account the constraints of 
the present times. Certainly we must develop clear objectives and long term 
policies or strategies. But setting imaginative and generous plans that did not 
take account of economic reality, and were not accompanied by practical 


methods of implementation, would be bad management. 


At this point in our discussion it might be useful to clarify what are the 
problems people usually refer to when they express concerns regarding 
advertising on television. Some refer to the number of interruptions, particularly 
in certain types of programs. Some object to the advertising of certain kinds of 
products — personal hygiene products, for example. Some object to advocacy 


advertising. Some object to the fact that ads may be addressed to children. 


| don’t intend to discuss these particular matters today. There will be other - 
occasions better suited to a discussion of our commercial acceptance code, or 
whether or not to allow commercials in certain types of programs. As to the 
number of interruptions, it's up to us to determine the appropriate balance 
between commercial minutes and program content in various types of 
programming. | do say, however, that as long as we stay in the business of 
selling advertising we should take that business very seriously and be as 
professional as anybody else at it. This principle, in my view, should apply to any 


CBC activity in the business field. 


There does remain a fundamental issue: is there a basic contradiction 
between the mandate of the CBC and the carrying of any advertising on CBC 
television? Some people think so. In other words, some people object 
fundamentally to advertising and even more so on the ‘national broadcasting 
service.’ Some don’t object fundamentally to advertising per se but think 
advertising is incompatible with the CBC mandate. They conclude, therefore, 


that the CBC should abandon all advertising activity. 


| do not agree with this view and this is, no doubt, a good occasion to 


explain my reasons. 


First of all, advertising is part of our economic and political system. It is 
accepted by our legislators at all levels: by Parliament, by Provincial 
Legislatures. Moreover, there is nothing in the Broadcasting Act which 


precludes the CBC from selling time for advertising purposes. 


Therefore, | fail to see why the CBC should, on its own, adopt a rigid, 


doctrinaire policy on supposedly philosophical grounds. 


Second, it seems clear that the advertising community thinks that CBC 
television is performing a service which it needs. On the other hand, while the 
CBC must not compete unfairly with the private broadcasters, our presence as a 
competitor is considered as very useful. Moreover, | have yet to meet a 
competent and objective broadcaster or advertising expert who thinks that if the 
CBC got out of advertising the full amount that the CBC collects in advertising 
revenue would automatically flow to the private sector. Some transfer might 
happen in local revenues. But the total transfer would probably be very far from 
the $163 million which represents the CBC's anticipated gross commercial 
revenue for 1982-1983, by which | mean our total revenue before taking account 


of agency commissions and payments to our affiliates. 


Third, some advertisers have provided funds over the years that not only 
paid for the air time, but also made possible the production of individual 
programs. We remain interested in finding new sources for funding programs. 
Examples of this in the recent past have been Shell, Imperial Oil and Alcan, and 


this year, Labatt’s has joined the group. 


Fourth, there is no doubt that commercial revenue is the glue that has 
held together the mix of CBC and affiliated private stations over the past 
decades. Even though some formula might be found to support affiliates in other 
ways, | think many would prefer to think of themselves as self-sufficient local 


businessmen, rather than accepting Government support. 


Fifth, it's unlikely that the CBC could televise hockey, football and 


baseball without coming to terms with the advertisers that hold the rights. 


Finally, an important factor: commercial revenues represent additional 
revenues. A CBC entirely dependent on only one source of funds is perhaps less 
free than a CBC that retains some discretionary income, even if it is only a part of 
its annual resource needs. But moreover, the sudden withdrawal of $90 million 
from the $320 million budget of English television and a $35 million withdrawal 
from the $175 million dollar budget of French television would represent very 


serious surgery. 


| | think | have made clear that my position is not a doctrinaire one. | take it 
that yours is not either. That is certainly not the impression | got when | met the 
Board of ACA. My assumption is that you, as advertisers, are prepared to 
acknowledge that the CBC has a cultural and social mandate that is clearly set 
out in the Broadcasting Act — a mandate which is, equally, clearly centered on 
Canadian programming. Since our relationship is, and should be, a professional 
one based on well understood mutual interests, | would not do my job, and | 
would not deal with you honestly, if | did not point to some important facts and to 


some real problems and concerns we have. 


We receive some $125 million net from our commercial sales — $90 
million of that is related to our English television operations. It is a lot of money. It 
represents more than 25 per cent of our budget for English television. However, 
it is much less than the almost $750 million which is our total allotment from 


Parliament for 1982-1983. 


As | said, it is important that we consider and understand each other’s 
position if we are to remain, as | think we should, good partners. If the view 
becomes general that the television mandate of the CBC has been largely 
eroded, then it is the CBC's existence that is jeopardized. Erosion in nature is a 
slow phenomenon. It proceeds almost imperceptibly but inexorably. When the 
damages become obvious it takes an enormous effort to re-establish a healthy 


situation. 


As mentioned before, | start from the basis that the advertising industry 
believes, from its point of view, that the CBC is an indispensable part of the 


Canadian broadcasting scene. 


From the point of view of Canadian broadcasting policy, | think the CBC 
will remain indispensable only if it offers a type of programming that is distinct 
from what is offered by private Canadian broadcasters and by American 
broadcasters. That means a program service with a strong emphasis on 
Canadian programming in prime time. | have always believed, moreover, that 
only the CBC can provide a very distinctive broadcasting service. That is why it 
was Created, that is why it is described in a special part of the Broadcasting Act 


as ‘the national broadcasting service.’ 


In radio, and also in television news, public affairs and sports, the CBC 
has succeeded in providing a service of great quality, a service that is original 
and distinct. In television, and particularly in English television, it has not been 
able to achieve the same success in the field of general entertainment, drama 


and children’s programs. 


| have no intention of blaming the advertising community for this state of 
affairs. Provided advertisers and their agencies are disposed to buy Canadian 
programs on their merit, | don’t think we should have anything to quarrel about. 
By merit, | refer of course to your terms of reference, namely programs which 
individually, or in the aggregate, reach the type of audience you want to reach. | 
do have a problem with advertising strategies based on an underlying bias in 


favour of U.S. programs — without regard to merit. 


Let me emphasize another very basic point. | don’t think that the CBC 


should become a network for a small minority. 


It was never conceived as a marginal service, starting from a small 
minority base and trying to carve a place for itself in a very crowded market 
place. From the beginning, CBC television has always been at the centre of 
Canadian broadcasting, catering to as large a spectrum of Canadians as 


possible. It is my view that it is important for the CBC not to lose this position. 


| don't mean that CBC television should aim, every quarter-hour, for the 
largest possible audience. | do think, however, that our television service should 


remain in touch with the broadest cross-section of the Canadian population. 


| believe this goal can be achieved with Canadian programs. | don’t mean 
that the CBC should schedule only Canadian programs. Indeed, | have always 
believed that a part of the CBC schedule should also be a showcase for the best 
programs from other parts of the world. But | share the views of my predecessor 
and, of course, the views of the Board of the CBC that our prime time schedule 


should feature more Canadian programs. 


As one looks at the CBC's television schedule today, there can be no 
doubt that we rely too heavily on American entertainment programs. We do so 
because they attract large audiences and the large advertising dollars we need. 
But if we want to be distinctive, and | think the ultimate survival of the CBC may 
depend upon it, then we have to find ways to reduce our reliance on this kind of 


programming. 


| don't think, however, that we can replace our American programs with 
more news or much more public affairs. We do need more Canadian drama, 
more Canadian entertainment programs that can interest Canadian audiences 


and hopefully foreign audiences also. 


This can only come over time, but as it does | believe that you in the 
advertising industry must join with us in support of quality, appealing and 


entertaining Canadian programs. 
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| have absolutely no doubt that Canadian creators both in the CBC and in 
the private production industry can produce such programs. Our track record 
supports this contention, whether it be series like The Beachcombers or SCTV 
or the new and successful Seeing Things, a single very popular program like 
Strawberry Ice, or the upcoming Empire mini-series for which we have great 
hopes. Your industry has also demonstrated that it will support popular Canadian 
programs when they are available. However, it is a fact that programs of that kind 
are expensive to produce and that we do not have a large market to amortize 
their cost. It is also a fact that American programs can be imported for a small 
portion of their original cost which can now run, if you include the mini-series, 


from $500 thousand to over one million dollars per hour. 


How do we resolve this dilemma? Well, the debate is open. It is a dilemma 
for the CBC and for the whole broadcasting industry in Canada and, | may add, 
for the development of Canadian culture. As | said, the debate is open, at least 
unofficially, and in the coming weeks it will begin in earnest. | can only hope that 
the discussion will concentrate on the essential and very crucial aspects of this 
question and not on peripheral problems. It would be sad indeed if Canadians 
got involved in all kinds of quarrels and fights among the various parts of the 
broadcasting industry, among the various interested groups at the very moment 
when we are witnessing a new wave of technology and will soon be subjected to 
an avalanche of entertainment and information services from our neighbours 
and probably from other parts of the world. The only solution for Canada in these 
circumstances lies in creativity, development, initiative. Because of economic or 
financial constraints — principally the size of our market — the problem is 
enormously difficult. It will not be resolved by structural rearrangement. That, | 


may say, is simply a means of avoiding the issue. 


Ag 
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As to the CBC, it must look at itself. It must look at its costs. It must 
attempt to be more productive. It must consider whether some of its resources 
can be reallocated. It must re-examine, as | have alluded to in these remarks, its 
commercial practices. It must consider more and better co-operative 
arrangements with private producers. Through such arrangements, but also in a 
general way, it must do a better job of selling its programs in other countries. But, 
since obviously you can’t sell what you don't have, the first priority remains: to 
find a way to finance the creation of more of the kind of entertainment programs 


that Canadians want to watch. 


If CBC television is going to be — as it must — a more distinctive, more 
indispensable, a more dynamic Canadian service, it can rely on roughly four 
types of resources: internal resources allocated differently and more effectively, 
the sale of its programs in other markets, advertising revenues and public funds 


of one type or another. 


In my remarks today | have talked mainly of the object of our professional 
relationship: advertising revenue and the need for more popular Canadian 
programming. | have indicated that my position, and that of the CBC, is not a 
doctrinaire one. | take it that your position is not a doctrinaire one either, and that 
you support as much as we do the objective of developing entertaining, 


informative, enlightening and competitive Canadian programs. 
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Therefore, | hope that you recognize our position which | think | have 
made clear, namely, that CBC television can continue to be useful to you, in the 
long run, only if it becomes a more distinctive service for the general Canadian 


public. 


Forty years of co-operation between your industry and ours, plus 
renewed determination on our part and yours, should enable us to find new ways 


to help you do your job and help us all to serve the Canadian public better. 
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